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This paper addresses a gap in the literature
on communication of change in corporate
identity (CI) by investigating the brand
migration of Bosch in India. Bosch was
founded in Germany in 1886 and
manufactured automotive components for
leading automobile brands in the world. It
started operations in India in 1951 as Motor
Industries Co. Ltd. (MICO), a wholly owned
subsidiary. To align the brand architecture in
India with the global architecture, change in
corporate identity was done from MICO to
Bosch in a gradual manner from year 2004 to
2008. Apart from rebranding another
objective was to build the brand Bosch. The
change in corporate identity from MICO to
Bosch is a powerful and interesting narrative
of complexity in communication
characterised by multiplicity of audiences,
messages, business divisions, and media
making the task of coherence in
communications particularly arduous. This
paper contributes to the literature on
communicating change in CI by identifying
research propositions based on a holistic and
an in-depth case study of Bosch, which is a
multifaceted examination of a situation. It
develops new propositions from case-based
empirical data, rather than relying on
essentially quantitative, deductive, theory-
testing research paradigms. The richness of
the case has few parallels and provides a
blueprint from which others may learn. The
case context enabled the development of
seven propositions and conceptualisation of a
framework for strategic communication of
change in CI. The key propositions centre
around strategic orientation, a constituency
focussed approach, dual branding as an
intermediate stage, integrating product
messages with corporate messages, having a
long time horizon to prevent loss of
continuity, measuring effectiveness with a
hierarchy of effects, and harnessing
reciprocity of advertising and public
relations.
AN INVESTIGATION OF CONSUMERS’ EXPLORATORY TENDENCIES AS MOTIVATORS OF THEIR RESPONSIVE
BEHAVIOUR TO DEALS
Surajit Ghosh DASTIDAR
An understanding of the motivators of
consumer deal redemption behaviour is
expected to enable marketers to use deals
more effectively. Consumers’ exploratory
tendencies (CET) were found in this research,
as potentially important psychological
motivators of their proneness to deals.
Consumers’ exploratory tendency is the
tendency to engage in exploration of the
environment to gain stimulation in order to
attain a satisfactory intermediate level of
stimulation, termed as optimum stimulation
level (OSL). When their internal level of
stimulation falls below their OSL, sales
promotions can provide them the stimulation
required to reach their OSL.
In this study, consumers’ exploratory
tendencies have been assessed as potential
motivators of proneness to eight types of
deals, during the purchase of shampoo and
refrigerator.
Conceptual models were constructed in
order to test the hypothesised
relationships. Multiple regression analysis
was employed to test how well the models
were endorsed by the collected data. Raju’s
(1980) ETCBS scale has been adopted to
measure CET and the scales developed by
Lichtenstein, Burton and Netemeyer (1997)
were used to measure consumer’s deal
proneness. A ﬁeld study was also taken up
to validate the ﬁndings through observation
of the actual deal redemption behaviour.
Consumers’ exploratory tendencies were
found to partially inﬂuence their proneness
to deals. Consumers show varying proneness
to different types of deals depending on the
type of exploratory tendency that they
need to satisfy and the type of good that is
on sale. The ﬁndings of this study can
enable marketers to choose the most
appropriate deal from among the various
deal types used in the Indian marketplace,
for better sales results.
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